The development of the fashion world experienced a significant increase in the last few decades. Indonesia has a huge opportunity in the Muslim fashion sector when compared to other countries, because the majority of the population is Muslim. The Indonesian government realizes that even Indonesia is proclaimed to be a benchmark for world Muslim fashion in 2020. This is very possible considering the Muslim fashion industry in Indonesia has experienced growth since the 1990s based on data from the Organization of the Islamic Conference (OIC). One of the biggest brands in Indonesia is HijUp. This aims to analyze the effect of brand images and online promotion strategy on customer satisfaction and loyalty. The analysis technique used is quantitative approach. The sample in this study were 100 HijUp respondents, using the Maximum Likehood (ML) estimation method. This research uses Structural Equation Modeling (SEM) method with LISREL 8.72 measuring instrument. The results of this study indicate the positive influence of brand image on customer satisfaction and customer loyalty. Furthermore, there is a positive influence of online promotion strategies on customer satisfaction, but there is a negative influence on customer loyalty. Furthermore, there is a positive influence between customer satisfaction and customer loyalty.
Introduction
The development of halal industry in the world continues to increase. This is driven by the increasing awareness of Muslims in affirming their need for halal-based products and services. Not only Muslims but non-Muslims also began to be interested in the halal industry, in this study especially in the field of Muslim fashion. This is consistent with previous studies that modest fashion can also appeal to non-Muslim consumers that are also growing in other communities (Lewis and Tarlo 2011) . This is evidenced in the data volume of millennial generation interactions in countries and sectors. Against the background of the above information, research related to promotion online strategy and brand image for muslim fashion in Indonesia is relatively necessary.
In this case, the author focuses the discussion customer understanding about brand 
Literature Review
According to Puspitasari (2006) , brands are names, terms, symbols, or special designs or some combination of these elements designed to identify the goods or services The discovery of Wen (2012) which focuses on the influence of brand image has concluded that there is a positive relationship between the online brand image of the trust product brand, with the implications of managerial strategies to get more customer loyalty in the Taiwan market. In line with the research, the image of a brand greatly influences consumer confidence, and has a profound effect on the influence of brand expansion attitudes (Gulzar, 2011) .
In contrast to the findings produced by Mogire (2014) who tested two products in one brand. Concluding that there is a strong positive relationship between advertising strategy and brand equity of one of its products, but the other products in the brand ad strategy has no effect.
Online promotion is a process of activities carried out by parties (companies) in offering products or services advertised through online media (internet), so there is no direct face to face between buyers and sellers. Khan's writing results (2012) revealed that there was a positive influence between online promotion on consumer satisfaction.
Promotional activities are used to stimulate consumers and sellers to buy products.
Can also be used as a means of communication between producers and consumers to introduce products, both types of colors, shapes, prices and the quality of products offered or produced by the company. Grover (1992) explains that promotion has a positive effect on consumer loyalty, but Huang (2011) explains otherwise that transactionoriented promotion (short-term) has no effect on consumer loyalty.
Methods
This study uses a quantitative approach. Based on data and information collection techniques, in this study using one type of data, namely primary data. Collection data was carried out through surveys using questionnaires to respondents. The population of this research data is all customers who have purchased products on the HijUp brand.
The sample used by 100 respondents is in accordance with the study according to The table above shows that the majority female respondents, aged 18-29 years, level of education from S1, then employment level is college student / student and the last from the income level is> Rp.5,500,000. From the above results, it can be used for
Discussion
HijUp to develop promotional strategies in determining potential customer segments.
Based on table 2, it can be seen that the results show that most GOF size shows a good match so it can be concluded that the GOF measurement model is good.
Based on the processed data from the brand variable t-value to satisfaction is 2.48. brand, promotion of satisfaction has a positive influence and brand on loyalty has a positive effect. Then satisfaction with loyalty has a positive effect. While the t-value in the promotion variable on loyalty is -0.33 or the t-value is between -1.96 and 1.96. This means that promotion has a negative effect on the loyalty of HijUp respondents.
Based on the results of table 3, it can be explained that H1 and H3 are explained by H1 accepted and H0 is rejected, this is supported by the theory of Suharyono (2015) which states that the influence of brand image and product quality on customer satisfaction and 2nd ICIEBP Furthermore for H2 explained that H1 is accepted and for H0 is rejected, this is in accordance with the research conducted by Khan (2012) explaining the influence of image and promotion on customer satisfaction and its impact on customer loyalty. The writing of this indicator that has a high value is clarification and details (prs3), where the indicator explains that consumers are satisfied with detailed product information, and provide detailed information so that consumers are satisfied with the HijUp product offered.
For H4, it is explained that H1 is rejected and H0 is accepted, in this research promotion has no effect on customer loyalty, because the online promotion strategy carried out by HijUp is only transaction oriented (short term). This is supported by Huang's (2011) research which states that promotion has two types, namely transaction orientation which has short-term effects (only once) and relationship orientation that puts customer benefits first and promotes the maintenance of long-term relationships. Online promotion strategies will create loyalty customers when there is a mediating variable of customer satisfaction first. It can be concluded that creating customer loyalty can not only be influenced by online promotion strategy variables but can be influenced by service quality variables or from price variables.
The last for H5, it is explained that H1 is accepted and for H0 is rejected, this result is supported by research conducted by Cheng & Yuang (2008) 
Conclusions
From the results of this study to determine the loyalty customers of Muslim fashion products in the largest moslem population country is not only from the brand image variable, online promotion strategy and satisfication of the customer, but there are other variables that can affect customer loyalty, among others, from product service quality variables. or services and from product prices. So it can be concluded that there is a positive influence between brand image on customer satisfaction and customer loyalty. Furthermore, the results of the variable online promotion strategies on customer satisfaction have a positive influence, but customer loyalty has a negative influence.
Furthermore, the last for variable customer satisfaction has a positive influence on customer loyalty.
Recommendations
Referring to the conclusions of the results of this study, the authors convey a number of suggestions to the parties related to this research, including the following:
1. Maintain a brand image and promotion online strategy now while continue to develop, innovate both in terms of products, fashion design and promotion media online 2. Examine the variables that have a positive influence in this research through the
